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Penulis 
Persaingan di lingkungan pendidikan tinggi semakin kompetitif. Berbagai 
upaya dilakukan untuk lneningkatkan kualitas dan pelayanan bagi para mahasiswa. 
Salah satu upaya yang dilakukan oleh Universitas Katolik Widya Mandala Surabaya 
adalah upaya dalam bidang komunikasi yaitu dengan didirikannya Widya Mandala 
Televisi pada tanggal 1 April 2002. 
Widya Mandala Televisi didirikan sebagai sarana atau media infonnasi dan 
komunikasi kampus menyajikan program-program acara yang bersifat edutainment, 
yaitu ecfucation dan entertainment. Segala aktivitas kampus dapat dikomunikasikan 
melalui Widya Mandala Televisi, mulai dari kegiatan akademis, kegiatan 
kemahasiswaan, kegiatan sosial, kegiatan rekreatif, dan kegatan atau peristiwa lain 
yang terjadi dalam kampus. 
Widya Mandala Televisi sebagai media Communication Stratea di 
Universitas Katolik Widya Mandala Surabaya, dilihat dari berbagai unsur atau 
komponen yang ada dalam Expunded Cyorporate Communication Strategy Model 
yaitu orgunizution, constituencies, messages dan constituent's response (Argenti, 
1998:33). Hal tersebut menyangkut apa yang menjadi objective dari Widya Mandala 
Televisi, resources yang dimiliki, kredibilitas image organisasi, siapa yang menjadi 
constituent organisasi, bagaimana perilakunya dan apa yang mereka ketahui tentang 
Widya Mandala Televisi, channel komunikasi dan struktur pesan yang dipilih serta 
respon dari para constituent tersebut. 
Dengan rnemperhatikan unsur-unsur seperti who, what, when, where, why, 
dan how, Widya Mandala Televisi sebagai media communication slrategy di 
Universitas Katolik Widya Mandala Televisi diharapkan akan mampu memenuhi 
kebutuhan akan informasi dan hiburan bagi warga kampus secara lebih efektif dan 
efisien. 
ABSTRACT 
The objective of this research is to know what Widya Mundalu Televisi wants 
to communicate and how Widyu Mandala Televisi performs as a medium of 
communication strategy at Widya Mandala Surabaya Catholic University. The 
research method used to achieve the objective is descriptive. This research does not 
attempt to find a relation, nor test a hypothesis. It attempts to give a description, a 
systematic picture, facts, and accurate condition of the topic studied. The researcher 
uses interview and observation method to collect data needed. 
As a medium of communication strategy at Widya Mandala Surabaya 
Catholic University, Widya Mundalu Televisi needs to focus on four components, 
i.e., the organization, the constituencies, the messages, and the constituent's response 
as mentioned by Argenti in the Expanded Corporate Communication Strategy Model. 
Widya Mandala Surabaya Catholic University has established Widya Mandala 
Televisi as the communication medium in its community to effectively and 
efficiently satisfy the need of information and entertainment of Widya Mandala 
Surabaya Catholic University community. 
This study found out that Widya Mandala Telaisi has not achieved its goal 
since it could not attract Widya Mandala Surabaya Catholic University community 
yet, especially in terms of the information or education programs. There are still 
many of Widya Mandala Surabaya Catholic University community who did not 
know or did not use Widya bfundalu Zelevisi yet as the communication medium. 
Widya Mandala Televisi realizes that it has to improve its quality and performance. 
Although some of the audience prefer entertainment to information, Widya Mandala 
televisi continues with its plan to develop the edutainment programs. 
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